The purpose of this research is to determine the relationship between visitor spending patterns, and previous and planned return visits as well as demographic and trip characteristics of supporters to the Old Mutual Two Oceans Marathon held annually in Cape Town.
INTRODUCTION AND THEORETICAL BACKGROUND
, Bull and Weed (1999:143) and Ritchie (2005:158) indicated that travel related to sport and physical activity can be regarded as one of the fastest growing segments of the tourism industry. Gratton et al. (2005:233) furthermore point out that the phenomenal growth in sport tourism is not surprising considering the broad range of benefits that accrue to both the host country and the host city from the staging of sport events. Potential benefits of sport tourism include the following (Getz, 1998:9; Kotze, 2006:285; Hinch & Higham, 2004:88; Turco, 1998:3; Scott & Turco, 2007:41; Coleman, 2004:11; Gratton, Dobson & Shibli, 2000:18; Saayman, Saayman & du Plessis, 2005:212; Preuss, Seguin & O'Reilly, 2007:6; Robinson & Trail, 2005:58) : attract high-yield visitors, especially repeaters; generate a favourable image of the destination; develop new infrastructure; ensure longterm economic benefits by stimulating spending in the host community; use the media to extend the normal communications reach; generate increased rate of tourism growth or a level of higher demand; spread tourism geographically and seasonally; improve the organisational, marketing, and bidding capability of the community; secure a financial legacy for management of new sport facilities; maximise the use of, and revenue for, existing facilities; and increase community support for sport and sport-events.
One such event is the Old Mutual Two Oceans Marathon (hereafter referred to as Two Oceans). This marathon takes place towards the end of the high tourist season of the Western Cape, during the Easter weekend and is known as the most beautiful marathon in the world (Kotze, 2006:287) . The race provides a large economic injection for the economy of Cape Town which is mainly due to fact that the event attracts over 15 000 participants each year (Kotze, 2006:291) . However, for any sporting event to be successful and profitable it not only needs sports participants but also spectators or attendees (Gibson, 1998) . Cassidy (2005:4) and Bull and Weed (1999:143) state that sport spectators are estimated to be worth millions to the global economy which suggest that they are a valuable niche market segment which should be understood (Cannon & Ford, 2002; Gibson, 1998:50) . According to Wann, Melnick, Russel and Pease (2001: 2) sport spectators are those individuals who actively witness a sporting event in person or through some form of media (radio and television for example). Wann et al. (2001: 2) furthermore point out that the value of sport spectators lies in the fact that these individuals are interested in sport and as a result spend a considerable amount of money to actively follow a sport, team, and/or athlete. Standheven and De Knop (1999:4) add that spectator vacations are also increasingly popular with huge number of visitors attracted to sports events. However, not all supporters are equally passionate and fanatical (Redden & Steiner, 2000) and neither are they all totally loyal or engrossed in sport history (Stewart, Smith & Nicholson, 2003:206) . Some spectators furthermore attend events on a regular basis, while others attend only on special occasions and some spend money to attend an event while other prefer to watch paid television sport channels (Stewart et al., 2003:206) . For this reason, sport managers, merchandisers, television network producers, advertisers and corporate sponsors need to attract sport consumers and increase the consumption of sport-related products (McDonald, Milne & Hong, 2002:100) .
Hence it is important to analyse and understand the heterogeneity and complexity of sport spectators' behaviours and attitudes (Bouchet et al., 2010:2) . Bouchet et al. (2010:2) add that this specific knowledge is particularly crucial for sport managers and organisers, as it would help them to categorise their demand accurately, which in turn would allow them to target and satisfy the appropriate market segments. Scott and Turco (2009:42) and Cannon and Ford (2002) furthermore emphasise that distinguishing sport event tourists (spectators) by their spending behaviours will lead to more accurate economic impact estimations as well as increased intended re-visits. The latter is especially important seeing as sporting events may experience significant fluctuations in attendance, spectator market segment proportionality and spending from year to year (Scott & Turco, 2009:52) . Preuss, Seguin and O'Reilly (2007:9) indicate that there are empirical evidence that different sport events attract supporters of different ages and genders. According to Cassidy (2005:1) marketers and organisers need to be aware of the driving forces which influence these spectators' decision to attend a specific sport event and their consequent behaviour during the event. This is especially due to the fact that sport events have an interest in high value sport tourists, that is those who will deliver the greatest net benefit to the host economy, since investments in sport events are often justified by estimates of tourist spending or 'returns' (Scott & Turco, 2007:41) . With the afore-mentioned in mind,
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Acta Commercii 2012 ISSN: 1680-7537 Gratton, Dobson and Shibli (2000:22) revealed in their study of the economic impact of six major sport events, that since athletics is spectator-driven, 75% of total additional expenditure was generated by visiting spectators to the International Amateur Athletics Federation Grand Prix held in Sheffield. Spectators to the Two Oceans therefore have the potential to have a considerable economic impact and repeat visitation has to be encouraged. In order to achieve the latter, the relationship between spending behaviour and repeat visitation of spectators to the event needs to be established. In addition to repeat behaviour, this understanding can lead to spectator satisfaction, increased positive word-of-mouth (Kotler, 1994) , increased market share (Anderson, Fornell & Lehmann, 1994) as well as a sustainable and profitable event (Anderson & Mittal, 2000; Kotler, 1994) .
Based on the latter, the relationship between repeat visits to an event and visitor spending is receiving increasing attention (Cannon & Ford, 2002) . This is largely due to the fact that the increase in sport events has resulted in intense competition for spectator spending and spectator sport events are finding it more difficult to remain as profitable as in the past (Lachowetz, 2001:25) . Additionally, watching sport on television in the comfort of one's living room is one of the major threats to spectators attending sport events. Another threat is other forms of entertainment or recreation activities available. Understanding the expenditure patterns of spectators is thus vital since sport events can then focus their marketing efforts to attract optimal economic benefits (Regan & Damonte, 1999) . However, along with this, satisfying spectators is just as important (van Leeuwen, Quick & Daniel, 2002:100; Yoshida & James, 2010:338) and over the past few years, measures have been taken to restructure sport events so as to increase attendance (Kuenzel & Yassim, 2007:43) . A deeper understanding of spectators is thus needed to ensure that the right mix of elements is provided to influence a positive event experience and to enhance the level of satisfaction (Kuenzel & Yassim, 2007:43 ). This will not only help to convert first-time supporters and new spectators into becoming committed supports but also increase visitor spending resulting in a greater economic impact (Kuenzel & Yassim, 2007:43) . Saayman and Saayman (1997:162) indicated that the economic impact of spectators at a sport event is influenced by the magnitude of spectator spending, the number of spectators attending the event, the number of days spent in the host city and circulation (multiplier) of supporter spending through the economy of the host city and community. The spending by spectators to an event is furthermore the first input in the economic impact assessment and a true understanding of visitor spending and the factors that influence the amount that certain visitors spend are therefore an essential input in any economic impact study (Saayman, Saayman & du Plessis, 2005:212) . The desire to understand the spending behaviour of sport spectators has thus been a long-standing goal for sport marketers (Stewart, Smith & Nicholson, 2003:206) .
With the afore-mentioned in mind, Crompton (1995) emphasises that it is important to take into consideration the fact that among sport event spectators, market segments may include residents, tourists, and those visiting the host community for other reasons, or casuals. It is thus unclear which segments of the sport spectator market are most likely to produce the greatest economic benefits (and fewest costs) for the host city (Scott & Turco, 2007:42) . Based on this, Cannon and Ford (2002) recommend that an analysis of spending patterns of spectators can provide a measure of the overall impact of visitor spending in the community due to a sport event and is also important to host communities for planning, evaluative and promotional purposes. However, even though there are a number of demographic variables that contribute to spectators' spending (Brown, Brusser & Baloglu, 2008: 2), the effects of spectators' demographic and trip characteristics on visitor expenditure patterns have received limited attention in tourism and especially marathon event literature (Cannon & Ford, 2002) . It is furthermore suggested that while past works have identified the important motivational and behavioural differences, they frequently provide only partial explanations for sport consumer spending behaviour (Stewart et al., 2003:206) . Stewart et al. (2003:206) further indicated that previous research are often constrained by an overemphasis on social-psychological traits, and give only limited attention to the cultural and economic context in which behaviours take place.
Concerning spending behaviour, Standeven and DeKnop (1999) postulated that a sport tourist can be characterised as individuals that were more likely to travel long haul, stay more days, stay in costlier accommodation and spend more per day. Irwin and Sandler (1998) on the other hand found that spectators spent the most on lodging and retail shopping and spectators with a particular team affiliation spent more time and money at the destination. Generally, the key factors which have been identified as having a relationship with sport spectator expenditures have included age, gender, family structure and values, household income, visitor origin, party size, trip activities and trip duration, friendship groups, the social milieu in which sport consumers run their daily lives, the class or subculture to which they belong, their sensitivity to price, and the cost of sport activities (Robinson & Trail, 2005; Fort, 2003 , Hunt et al., 1999 Wann et al., 2001; Wicker, Breuer & Pawlowski, 2009:2; Cannon & Ford, 2002; Saayman et al., 2005; Wang, Rompf, Severt & Peerapatdit, 2006; Dietz-Uhler, Harrick, End & Jacquemotte, 2000) .
The literature furthermore shows that the cost for marketers to attract repeat visitors is significantly lower than for first-time visitors (Reid & Reid, 1993; Oppermann, 2000) . Repeat visitors are also significantly different than first-time visitors in factors such as trip behaviour, intentions to revisit, socioeconomic characteristics, and benefits sought (Cannon & Ford, 2002) . Alegre and Juaneda (2006:685) point out that the benefits that a high degree of loyalty represents for an event especially depend on possible differences in expenditures between first-time and repeat visitors. With the latter in mind, it is essentially argued that repeat visitors spent more money (Oppermann, 2000:78) . A possible explanation for this finding is because repeat visitors perceive the overall value for money to be more satisfactory than first-time visitors (Kozak & Rimmington, 2000) and satisfaction leads to repeat action (Baker & Crompton, 2000; Kozak, 2001:784) . In support of the latter, Matheson (2006:7) explains that satisfied sport spectators may enjoy their visit to the host city during the event and return later raising future tourist revenues for the area.
For this reason it is vital for sport events to determine who the quality event tourist is and how to cultivate that market segment (Getz, 1998:13; Bouchet, Bodet, Bernache-Assollant & Kada, 2010:2) . Developing an understanding of who sport spectators are and what factors influence their consumption behaviour is critical to reaching the above (McDonald, Milne & Hong, 2002:100; Stewart, Smith & Nicholson, 2003:206) . A better understanding of spectators at sport events will enable organisers and policy makers to formulate more effective, consumer-centric, marketing strategies (for example destination advertising and demand forecasting) leading to larger event attendance resulting in greater economic activity (Regan, Carlson & Rosenberger, 2009:6) .
PROBLEM STATEMENT AND PURPOSE
Spectator sport is a significant segment of the tourism industry which also has a considerable economic impact on host communities. For this reason, communities and destinations have recognised and attempt to capitalise on hosting large sporting events. In this regard visitor spending is crucial since information concerning the latter can provide sport event organisers to focus their marketing efforts to attract optimal economic benefits. In addition, the relationship of previous visits to a sport event and intended re-visits to visitor spending has received increasing attention since it is believed that repeat visitation is associated with higher levels of expenditure. However limited attention is currently being paid to the relationship between spectator spending patterns and previous and planned return visits in a South African sport spectator context even though the latter has a direct impact on the future sustainability of an event. Based on the afore-mentioned discussion, the aim of this study is to determine the relationship between spectator spending patterns, and previous and planned return visits as well as demographic and trip characteristics of supporters to the Two Oceans.
METHOD OF RESEARCH
A structured questionnaire was used to collect the data. The method of research used will be discussed under the following headings: (i) the questionnaire, (ii) sampling method, (iii) survey and (iv) statistical analysis.
The Questionnaire
A questionnaire was developed based on the works of Hunt, Bristol and Bashaw (1999), Stewart, Smith and Nicholson (2003) length of stay and expenditure) while Section C measured the motivational factors for supporting the race. Fifteen items were measured in the motivation section on a five-point Likert scale and respondents were asked to indicate how important they considered each item on the scale (1 = not at all important; 2 = less important; 3 = neither important nor less important; 4 = very important and 5 = extremely important). For the purposes of this article, the information obtained from all the sections was used.
Sampling method
A total of 430 completed questionnaires were included in the analysis. According to Israel (2009:6) , from a population of 100 000 (N), 398 respondents (n) are seen as representative and result in a 95% level of confidence with a ±5% sampling error. Since approximately 12 000 spectators supported the race (Kruger, Saayman, Saayman & Rossouw, 2010:32) , the number of completed questionnaires is greater than the required number of questionnaires.
Survey
An onsite intercept survey was undertaken, with field workers handing out 450 questionnaires on-site at the University of Cape Town (UCT) Sports Grounds in Cape Town on the day of the race, 3 April 2010. Spectators were approached while they were watching the athletes enter the sports grounds. The field workers were trained to ensure that they understood the aim of the study as well as the questionnaire. Respondents were briefed about the purpose of the research beforehand to ensure that they participated willingly and responded openly and honestly.
Statistical Analysis
Microsoft © Excel © was used for data capturing while SPSS (SPSS Inc, 2007) was used for the analysis of data. This study comprised three stages. Firstly, a general profile of spectators was compiled. Secondly, a principal component factor analysis, using an Oblimin rotation with Kaiser Normalisation was performed on the 15 motivational items, to explain the variance-covariance structure of the set of variables through a few linear combinations of these variables. The Kaiser-Meyer-Olkin measure of sampling adequacy was used to determine whether the covariance matrix is suitable for factor analysis. Kaiser's criteria for the extraction of all factors with eigenvalues larger than 1 were used. All items with a factor loading above 0.3 were considered as contributing to a factor, whereas all items with factor loadings lower than 0.3 were considered as not correlating significantly with this factor (Steyn, 2000) . Any item that cross-loaded on two factors, with factor loadings greater than 0.3, was categorised in the factor where interpretability was best. A reliability coefficient (Cronbach's alpha) was computed for each factor to estimate the internal consistency of each factor. All factors with a reliability coefficient above 0.6 were considered in this study to have acceptable internal consistency. The average inter-item correlations were also computed as another measure of reliability. According to Clark and Watson (1995) , the average inter-item correlation should lie between 0.15 and 0.55.
Thirdly, regression analysis was performed to identify the relationship between spectator spending, repeat visits and intention to re-visit. The latter was analysed in three ways: a) A multiple regression analysis was performed to identify the determinants of spectator spending. b) A logistic regression analysis was performed to analyse the determinants of previous (repeat) visitation to the Two Oceans. c) A logistic regression analysis to analyse the determinants of intention to re-visit and support the Two Oceans in the future.
Although the survey alone will provide some insight into the characteristics of spectator spending at the Two Oceans, such analysis does not describe the relative strength or the significance of the relationship between spending and its different determinants. Such an analysis requires a regression analysis. There are a number of different types of regression analysis that can be used. In standard multiple regression, all the independent (or predictor) variables are entered into the equation simultaneously. Each independent variable is evaluated in terms of its predictive power, over and above that offered by all the other independent variables (Pallant, 2007:147) . R 2 gives the proportion of variance in spending that is explained by the predictors included in the model. A R 2 of 0.25 or larger can be considered as practically significant (Ellis & Steyn, 2003:53) . The adjusted R 2 indicates how much variance in the outcome would be accounted for if the model had been derived from the population from which the sample was taken (Field, 2005:723 However, while multiple regression is ideal to identify the significant determinants of spectators' spending, it is not suitable to analyse the determinants of repeat visits and spectators' intention to revisit. This is because for multiple regression, the dependent variable is a continuous variable, with scores that are reasonably normally distributed. Logistic regression can be used to test models to predict categorical outcomes with two or more categories (Pallant, 2007:168; Field, 2005:218) . Therefore logistic regression models will be used to analyse the determinants of repeat visitation and intention to re-visit as these were categorical questions in the questionnaire.
Most questions have multiple choice responses or were answered on a 5-point Likert scale. The dependent (predicted) variables are spending per person, number of time the race has been supported and intention to support again. Spending per person was calculated by adding the spending of the respondent on the various components asked. This amounted to total spending, which was then divided by the number of people whom the respondent was paying for during the trip, to give spending per person. With regards to the number of times the Two Oceans has been supported, repeat spectators were distinguished from first-timers. The socio-demographic and behavioural determinants used in the analysis are described in Table 1 . 
RESULTS
The results will be discussed in two sections. Firstly, an overview of the profile of spectators at the Old Mutual Two Oceans Marathon will be presented followed by the results of the regression analysis.
Profile of spectators at the Old Mutual Two Oceans Marathon
Based on the results captured and displayed in Table 2 , most of the spectators are female; they are predominantly English-speaking, on average 37 years old and originate from the Western Cape or Gauteng provinces. A large proportion of visitors are in a professional occupation, travel in a group of five people and are financially responsible for two persons during their visit. They stay an average of six nights in Cape Town; they spend an average of R3202.00 during the race and have supported the race an average of four times. 
Results of the factor analysis
A principal component factor analysis using an Oblimin rotation with Kaiser Normalisation was performed and the three factors that were identified were labelled according to similar characteristics (Table 3 ). These three factors accounted for 65% of the total variance. All factors had relatively high reliability coefficients ranging from 0.68 (the lowest) to 0.92 (the highest). The average inter-item correlation coefficients with values between 0.42 and 0.67 also imply internal consistency for all factors. Moreover, all items loaded on a factor with loading greater than 0.3 and the relatively high factor loadings indicate a reasonably high correlation between the delineated factors and their individual items. The Kaiser-Meyer-Olkin measure of sampling adequacy of 0.90 also indicates that patterns of correlation are relatively compact and yield distinct and reliable factors (Field, 2005:640 ). Barlett's Test of Sphericity also reached statistical significance (p < 0.000), supporting the factorability of the correlation matrix (Pallant, 2007:197) . Factor scores were calculated as the average of all items contributing to a specific factor so that they can be interpreted on the original 5-point Likert scale of measurement (1 = not at all important; 2 = less important; 3 = neither important nor unimportant; 4 = very important; 5 = extremely important). As shown in Table 2 , the following motivations were identified: Event attractiveness, Support and socialisation and Escape and relaxation. Not surprisingly, Support and socialisation (Factor 2) obtained the highest mean value (3.94) and was considered as the most important motive to attend the Two Oceans. The reliability coefficient was 0.68 while the average inter-item correlation was 0.42. Event attractiveness (Factor 1) had the second highest mean value (3.40) and this factor had a reliability coefficient of 0.92 and an inter item correlation of 0.56. Escape and relaxation (Factor 3) obtained the lowest mean value (3.28). The reliability coefficient was 0.80 and the average inter-item correlation was 0.67. These results correspond with general travel motivation literature that indicated that sport spectators are mainly motivated by psychological factors (to escape, to experience the beauty of the sport and entertainment), and socio-cultural factors (to spend time with family, group affiliation and personal enhancement) (Wann, 1995; Trail & James, 2001; Milne & McDonald, 1999; Weed & Bull, 2004; Guilianotti, 2002) . These factor scores were included, along with the sociodemographic and behavioural determinants (Table 1 ) in further analysis.
Results from the linear regression analysis: Spending per person
As indicated in Table 4 , 22% (R 2 ) of the variance in spending per person is explained by the predictors included in the linear regression analysis. The F-ratio is significant with p <0.001, indicating that a significant proportion of the variance in spending is explained by the included predictors. The results indicate that gender, language and province of origin are the most significant socio-demographic indicators. With regard to gender, the results show that male spectators tend to spend more than females. The negative sign in the language category indicates that English-speaking spectators spend more at the race than Afrikaans-speaking spectators. The negative sign in the province of origin category also indicates that spectators from the Western Cape spend less than spectators from other provinces. Age showed no significant influence on higher spending. The sign of the coefficient however indicate that older spectators tend to spend more at the race.
Group size is the only significant behavioural indicator. The negative sign in this category indicates that the spectators who travel with fewer people tend to spend more per person. Length of stay (nights) and the number of times supported also showed no significant influence on higher spending. The negative sign of the coefficients indicate that spectators who stay fewer nights in Cape Town and who have supported the event fewer times tend to be higher spenders. None of the travel motives were also significant. When interpreting the sign of the coefficient, visitors who are motivated more by Event attractiveness tend to have a higher spending per person compared to spectators who are motivated by Support and socialisation and Escape and relaxation. Results from the logistic regression analysis: Repeat attendance Direct logistic regression was performed to assess the impact of a number of factors on the likelihood that spectators at the Two Oceans would be repeat supporters. The model contained nine independent variables (spending per person, gender, language, province, nights, group size and the travel motives Event attractiveness, Support and socialisation and Escape and relaxation). The full model containing all predictors was statistically significant, X 2 (9, N=137) = 32.56, p < 0.001, indicating that the model was able to distinguish between factors that influence repeat attendance and those that do not. The model as a whole explained between 21.2% (Cox and Snell R square) and 28.7% (Nagelkerke R squared) of the variance in repeat attendance, and correctly classified 75.2% of the cases.
M. Kruger K. Botha M. Saayman
117
Acta Commercii 2012 ISSN: 1680-7537 As shown in Table 5 , only length of stay (nights) and the travel motives Event attractiveness and Support and Socialisation have a significant influence on repeat attendance. The negative sign of the coefficient in the nights' category indicates that spectators who stay fewer nights in Cape Town tend to be repeat supporters. With regard to the significant travel motives, spectators who are motivated by Event attractiveness are more likely to be repeat spectators while the opposite result is found for spectators who are rather motivated by Support and socialisation. The strongest predictor of repeat attendance was the motive Event attractiveness, recording an odds ratio of 2.84. This indicates that repeat spectators, who are motivated by this factor, were over two times more likely to attend the race again than those who were not motivated by this factor, controlling for all other factors in the model. The odds ratio of .877 for nights was less than 1, indicating that for every additional night spent in Cape Town, spectators were .877 times less likely to be repeaters, controlling for all other factors in the model.
The other socio-demographic and behavioural variables do not have a statistical significant influence on repeat attendance. However, when interpreting the sign of the coefficients it seems that female, Afrikaans-speaking spectators from the Western Cape, who spend more and travel with more people to attend the race, tend to be repeat supporters. Escape and relaxation also showed not significant influence on repeat attendance. The negative sign of the coefficient does however indicate that spectators, who are motivated by this factor, are not inclined to be repeat supporters.
Results from the logistic regression analysis: Intention to re-visit
Direct logistic regression was also performed to assess the impact of a number of factors on the likelihood that spectators at the Two Oceans would return to the event. The model contained nine independent variables (spending per person, gender, language, nights, group size, times supported and the travel motives Event attractiveness, Support and socialisation and Escape and relaxation).
The full model containing all predictors was statistically significant, X 2 (9, N=137) = 26.83, p < 0.001, indicating that the model was able to distinguish between factors that influence repeat attendance and those that do not. The model as a whole explained between 17.8% (Cox and Snell R square) and 28.6% (Nagelkerke R squared) of the variance in repeat attendance, and correctly classified 82.5% of the cases. Table 6 shows that Event attractiveness as a motive to support the Two Oceans and the number of times supported were the only significant behavioural variables which had an influence on spectators' intention to re-visit. The strongest predictor of intention to revisit was the motive Event attractiveness, recording an odds ratio of 1.84. The odds ratio for times supported was also more than one (1.38), indicating that for every additional year supporters have attended the event, they were 1.38 times more likely to support again. The results thus indicate that spectators who are motivated more by Event attractiveness and who have supported the event more times are inclined to attend the race again.
With regard to the other socio-demographic variables, no significant influences on intention to re-visit were found. Based on the signs of the coefficients, the results do however indicate that female, Afrikaans-speaking supporters who stay fewer nights in Cape Town, travel with more people, who have supported the race more times and who are motivated more by Escape and relaxation have a higher intention to support future races. Spectators who are motivated more by Support and socialisation on the other hand, are not inclined to attend the race again.
FINDINGS AND IMPLICATIONS
Based on the results of the regression analysis, the following findings were revealed: The results first of all contradict the notion by Craggs and Schofield (2009), Kastenholz (2005) and Stewart et al. (2003) that a variety of socio-demographic, behavioural and motivational variables influence travel behaviour, and it this case to support a sporting event. Results from this study shows that it is predominantly socio-demographic variables that influence travel behaviour. These results therefore support the findings by Brown et al. (2008) that socio-demographic variables contribute to spectators' spending. A possible reason for that could be in the motivation to attend the event if one compares spectators with competitors. The significant socio-demographic determinants that influence spending per person were gender, language and province of origin; while the only behavioural determinant was group size. Cannon and Ford (2002:263) , Saayman and Saayman (2008) , Saayman, Krugell and Van der Merwe (2007:18) , Slabbert, Saayman and Saayman (2008:11) and Kruger (2009:28) also found that province of origin (location) plays an important role in the spending of visitors. The results of these studies also indicated that visitors originating from richer provinces, especially Gauteng and the Western Cape tend to spend more. Pertaining to gender, Thrane (2002:284) also found that male visitors spent more than females. However, while the influence of language is evident in this study, a positive correlation with visitor spending is not clear in the tourism literature (Cannon & Ford, 2002:263; Crouch, 1994:12; Dimara & Skuras, 2001:690; Lee, 2001:659; Letho et al., 2004:320; Perez & Sampol, 2000:625) . Corresponding with the results, Kruger, Saayman and Ellis (2010) , Saayman and Saayman (2008) and Saayman et al. (2009) Secondly, the results also revealed that there was no significant relationship between spectator spending, repeat attendance and intention to re-visit. However, repeat attendance does have a significant influence on spectators' intention to re-visit and spectators who have attended the race more times have a higher intention to re-visit in the future. However, since the influence of the aforementioned motivational and behavioural characteristics has to date received little attention in sport event literature (Cannon & Ford, 2002; Stewart et al., 2003) ; these results are therefore neither supported nor contradicted by previous research.
This study has the following implications:
 Spectators are just as important to a sporting event as participants. Therefore event organisers need to cater for their needs as well.

Since an increase in the number of times spectators attend the race also increases the intention to re-visit in the future, marketers of the Two Oceans event should undoubtedly focus on spectators too, as this will positively contribute to visitor numbers and increased spending at the event. Separate marketing strategies could therefore be implemented for participants and spectators. Hence this event should form part of the attractions portfolio of the city of Cape Town. Marketing campaigns should also include tourism attractions in Cape Town as this will also encourage spectators to stay longer and spend more money in the region.  For purposes of event sustainability, the positive affiliation between repeat visits and intention to re-visit must be maintained. Management must therefore channel their efforts towards the preservation of-and contribution to Event attractiveness, since both repeat visits and intention to re-visit is strongly dependent on this motivation. Management must therefore generally consider aspects concerning Event attractiveness as a key success factor of the Two Oceans event given its prominence in the results. This will entail continued management efforts that ensure a well-organised event of international calibre that continues to attract world-class athletes and loyal spectators, that ultimately contributes to an atmosphere of camaraderie and socialisation.  Management should generally increase their focus on spectators. Examples of the latter include spectator competitions; prior, during and after the event and more prominent fan club initiatives can be considered. Considering improving spectators' interaction with the event can only lead to further satisfaction and repeat visitation.  From a methodological point of view, a comparison between participants of -and spectators to the Two Oceans Marathon should be done in order for more strategic management decisions to be made regarding the future of the event.
CONCLUSION
The aim of the study was to determine the relationship between spectator spending and repeat visitation. Results from his innovative study showed that although no statistically significant relationship was established, a strong relationship between repeat visits and intention to revisit was found. A significant contribution to the literature is evident since the focus is on spectators at a sports event as opposed to participants. It was the first study of its kind in South Africa and the importance of the role and function of spectators at an event is highlighted. These findings will prompt event organisers to see the role and function of spectators in a more serious light. As a further contribution, prominent differences regarding the participants were evident when compared to previous studies on participants at other South African sports events. Future research endeavours should entail a comparison between participants and spectators of sports events. Event attractiveness must also be analysed in more detail in order to determine the extent to which the event can be used to attract future supporters and not just participants. The study has emphasised a major research shortcoming regarding an invaluable aspect of sports event research, namely spectators; and should be conducted at more sporting events.
M. Kruger K. Botha M. Saayman
